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INTRODUCTION	  	  
Problem	  field	  When	  thinking	  of	  changing-­‐the	  world-­‐organizations	  such	  as	  UNICEF,	  AMNESTY	  INTERNATIONAL	  and	  GREENPEACE,	  some	  of	  us	  might	  think	  that	  they	  are	  doing	  a	  difference	  in	  the	  world.	  Others	  might	  get	  angry	  and	  start	  a	  discussion	  about	  the	  first-­‐world	  invading	  the	  third-­‐world	  with	  their	  hegemonic	  principles.	  However,	  the	  world	  does	  not	  have	  to	  refer	  to	  the	  whole	  globe.	  Let	  us	  start	  on	  a	  smaller	  scale,	  let	  us	  have	  a	  look	  at	  Denmark;	  here	  people	  have	  good	  ideas.	  In	  fact	  a	  lot	  of	  us	  do.	  Some	  ideas	  might	  even	  have	  the	  potential	  to	  change	  the	  world,	  even	  though	  it	  is	  just	  the	  world	  of	  some	  people.	  	  There	  are	  people	  writing	  about	  these	  ideas;	  for	  example	  “Fucking	  Flink”,	  who	  is	  a	  blogger	  collecting	  good	  ideas,	  deeds	  and	  positive	  karma	  on	  Facebook.	  155.514	  likes	  on	  Facebook	  show	  that	  people	  are	  interested	  in	  reading	  his	  posts	  about	  good	  causes.	  	  The	  fact,	  that	  so	  many	  people	  follow	  good	  deeds	  on	  a	  social	  network	  site	  is	  maybe	  fascinating,	  but	  more	  importantly	  motivating.	  It	  shows	  that	  people	  are	  willing	  to	  participate	  in	  a	  cause	  that	  will	  make	  the	  world	  of	  one	  or	  more	  persons	  more	  enjoyable.	  This	  is	  reason	  enough	  to	  start	  believing	  in	  a	  generation	  creating	  and	  engaging	  in	  innovations.	  	  The	  French-­‐German	  television	  channel	  Arte	  calls	  this	  generation:	  “Generation	  Solidarity”	  (ArteJournal,	  2012).	  	  	  
“Generation	  Solidarity,	  weaving	  a	  web	  of	  solidarity,	  together	  Faced	  with	  the	  crisis,	  new	  forms	  of	  solidarity	  are	  finding	  expression	  in	  Europe.	  They	  include	  solidarity	  initiatives,	  involvement,	  action	  groups	  and	  rallies,	  covering	  diverse	  areas	  such	  as	  welfare,	  recycling,	  ecology	  and	  culture.”	  	  Arte	  is	  providing	  a	  platform	  for	  new	  ideas	  concerning	  solidarity	  in	  different	  forms	  by	  presenting	  them	  on	  their	  website	  as	  well	  as	  weekly	  portraying	  them	  on	  their	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television	  channel	  in	  both	  Germany	  and	  France.	  Initiatives	  like	  these	  can	  seem	  encouraging	  and	  motivating	  for	  people	  wanting	  to	  start	  on	  their	  own	  project.	  In	  any	  case	  they	  are	  one	  of	  the	  reasons	  why	  we	  chose	  to	  write	  a	  project	  that	  concentrates	  on	  how	  to	  bring	  a	  new	  idea	  to	  life.	  However,	  even	  the	  best	  ideas	  are	  not	  brought	  in	  to	  real	  life	  over	  night.	  Just	  as	  with	  every	  innovation	  there	  needs	  to	  be	  a	  communication	  plan	  that	  can	  catapult	  a	  new	  idea	  in	  to	  heads	  of	  others.	  	  
Problem	  definition	  This	  research	  will	  uncover	  one	  possible	  way	  to	  diffuse	  an	  innovation,	  which	  idealize	  social	  responsibility	  as	  well	  as	  solidarity.	  We	  are	  curious	  to	  take	  the	  innovators	  perspective	  and	  discuss	  the	  steps	  they	  have	  to	  take	  in	  order	  to	  bring	  an	  idea	  in	  to	  the	  social	  reality	  and	  eventually	  to	  other	  people.	  (We	  will	  from	  now	  on	  refer	  to	  the	  people,	  who	  are	  supposed	  to	  receive	  a	  new	  idea	  as	  adopters,	  as	  it	  is	  a	  term	  introduced	  by	  our	  core	  theory	  from	  Rogers	  (1995).)	  We	  are	  in	  a	  broader	  sense	  investigating	  in	  the	  way	  any	  body,	  even	  without	  large	  financial	  resources,	  can	  diffuse	  an	  innovation.	  	  We	  will	  make	  use	  of	  Everett	  M.	  Rogers	  book	  on	  the	  “Diffusion	  of	  Innovations”,	  which	  concerns	  planned	  communication	  and	  illustrates	  one	  possible	  way	  to	  spread	  a	  new	  idea.	  We	  will	  add	  D.	  M.	  Scott’s	  theory	  “New	  Rules	  of	  Marketing	  and	  PR”	  and	  S.	  Sinek’s	  “Starting	  with	  why”.	  	  Consequently	  this	  research	  will	  contribute	  a	  manual	  on	  how	  to	  spread	  an	  innovation.	  	  
Our	  idea:	  Gipant!	  In	  addition	  to	  the	  theoretical	  framework,	  we	  have	  been	  working	  on	  establishing	  our	  own	  social	  innovation.	  In	  this	  sense	  we	  will	  take	  Rogers	  advice	  on	  the	  diffusion	  of	  an	  innovation	  in	  to	  consideration	  when	  launching	  our	  own	  communication	  product.	  We	  have	  been	  cooperating	  with	  the	  German	  initiator	  Jonas	  Kakoschke	  of	  pfandgeben.de	  and	  are	  now	  launching	  the	  innovation	  in	  Copenhagen	  under	  the	  name	  Gipant.dk.	  The	  idea	  is	  that	  everybody	  can	  help	  deposit	  collectors	  with	  their	  bottle	  search	  by	  simply	  giving	  the	  deposit	  collectors	  a	  call.	  Thus	  the	  deposit	  collectors	  can	  come	  to	  your	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home	  and	  pick	  up	  your	  deposit	  bottles.	  The	  reader	  of	  this	  research	  paper	  is,	  therefore,	  going	  to	  follow	  our	  efforts	  to	  bring	  this	  social	  innovation	  from	  Berlin	  to	  Copenhagen.	  This	  will	  add	  a	  hands-­‐on	  approach	  to	  our	  research	  and	  provide	  practical	  relevance.	  In	  addition	  we	  will	  include	  an	  expert	  interview,	  which	  will	  provide	  insights	  from	  two	  innovators	  starting	  their	  own	  innovation,	  the	  PopUp	  Agency.	  We	  have	  chosen	  this	  method	  of	  an	  expert	  interview	  to	  assists	  us	  in	  our	  search	  to	  diffuse	  our	  own	  innovation	  of	  Gipant.	  	  
Cardinal	  question	  This	  project	  will	  focus	  on	  which	  communication	  channels	  to	  use	  to	  diffuse	  an	  innovation.	  	  As	  we	  ourselves	  are	  students	  and	  do	  not	  have	  any	  budget	  for	  doing	  this	  project,	  we	  will	  try	  to	  uncover	  communication	  channels,	  which	  only	  require	  a	  low	  budget	  (or	  even	  no	  budget).	  Our	  research	  as	  well	  as	  field	  work	  thus	  aims	  try	  to	  explain:	  	  	  How	  can	  we	  diffuse	  an	  innovation	  on	  a	  low	  budget?	  Which	  communication	  channels	  are	  relevant?	  	  
Project	  design	  In	  the	  first	  part	  of	  our	  research	  paper	  we	  will	  introduce	  our	  core	  theories	  and	  explain	  why	  they	  will	  help	  us	  answering	  our	  research	  question.	  The	  second	  part	  will	  take	  departure	  in	  the	  combination	  of	  our	  chosen	  theory	  and	  our	  empirical	  findings	  from	  both	  the	  expert	  interview	  and	  utilize	  these	  findings	  with	  our	  own	  innovation	  Gipant.	  The	  last	  part	  will	  summarize	  the	  theoretical	  as	  well	  as	  practical	  discoveries.	  
	   6	  
	  
	   7	  
METHODOLOGY	  	  This	  chapter	  will	  introduce	  how	  we	  aim	  to	  approach	  our	  cardinal	  question:	  ”How	  can	  we	  diffuse	  a	  innovation	  with	  a	  low	  budget?”	  We	  choose	  to	  first	  introduce	  our	  empirical	  findings	  of	  the	  interview	  and	  then	  add	  relevant	  theories	  that	  concern	  innovation	  and	  diffusion	  from	  the	  perspectives	  of	  innovators.	  We	  hereby	  use	  examples	  from	  our	  own	  social	  innovation,	  as	  we	  elaborate	  on	  how	  our	  gipant	  project	  made	  its	  first	  steps	  from	  being	  an	  idea	  to	  actually	  getting	  implemented	  in	  the	  social	  reality.	  We	  used	  a	  quantative	  online	  survey	  to	  find	  out	  which	  age	  group	  would	  later	  on	  use	  our	  project.	  In	  addition	  to	  our	  own	  project,	  we	  made	  a	  qualitative	  expert	  interview	  with	  two	  of	  the	  founders	  of	  the	  PopUp	  Agency	  from	  Stockholm.	  We	  thus	  gained	  valuable	  first-­‐person-­‐	  perspectives	  for	  our	  cardinal	  question.	  	  
Approaching	  our	  research	  	  There	  are	  several	  possibilities	  when	  approaching	  the	  problem	  definition,	  thus	  there	  exists	  a	  challenge	  when	  having	  to	  decide	  for	  suitable	  methods	  to	  find	  the	  proper	  answer	  to	  the	  problem.	  The	  methods	  we	  choose	  will	  therefore	  shape	  our	  answers,	  as	  our	  methods	  can	  only	  reflect	  one	  way	  of	  answering	  our	  cardinal	  question.	  Methodology,	  we	  could	  say,	  is	  methods	  in	  a	  ‘meta	  –form’,	  the	  methodological	  approach	  chosen	  to	  a	  project	  determine	  which	  methods	  are	  available	  for	  one	  to	  answer	  the	  questions	  asked.	  This	  project	  takes	  its	  departure	  in	  the	  field	  of	  humanities;	  in	  specific	  in	  the	  field	  of	  communications,	  where	  we	  are	  aiming	  to	  understand	  and	  uncover	  knowledge	  of	  how	  to	  diffuse	  an	  innovation	  into	  people’s	  everyday	  lives.	  	  We	  are	  approaching	  this	  research	  from	  the	  perspective	  of	  social	  constructionism,	  when	  we	  as	  researchers	  are	  constructing	  knowledge	  and	  take	  the	  social	  constructions	  from	  our	  theories	  in	  to	  account.	  It	  is	  within	  the	  social	  constructionist	  approach	  we	  find	  our	  epistemological	  justification	  for	  the	  methods	  and	  findings	  of	  this	  research	  project.	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Method	  and	  theory	  Within	  hermeneutics	  and	  social	  constructionism	  a	  set	  of	  methods	  are	  available	  for	  our	  research.	  We	  are	  in	  this	  project	  seeking	  to	  answer	  our	  cardinal	  question	  of	  diffusion	  to	  ultimately	  and	  hypothetically	  apply	  those	  findings	  to	  our	  own	  case	  of	  Gipant	  denoting	  that	  we	  are	  moving	  in	  between	  a	  theoretical	  stance	  and	  an	  empirical	  position.	  The	  empirical	  data	  is	  collected	  through	  qualitative	  research	  methods,	  where	  we	  conduct	  an	  interactive	  interview	  with	  two	  innovators,	  who	  have	  current	  and	  contemporary	  experience	  with	  diffusion	  of	  their	  innovation	  of	  The	  Pop-­‐Up	  Agency.	  This	  data	  will	  provide	  us	  with	  an	  example	  with	  which	  we	  through	  our	  theoretical	  basis	  can	  analyze	  and	  find	  inference	  to	  the	  cardinal	  question.	  	  
Reflections	  of	  chosen	  theory	  and	  method	  The	  theories	  and	  methods	  of	  this	  project	  were	  chosen	  on	  the	  basis	  of	  our	  cardinal	  question.	  Seeking	  to	  answer	  how	  to	  diffuse	  an	  innovation	  as	  a	  question	  of	  communicative	  means	  instantly	  led	  us	  to	  Everett	  M.	  Rogers’	  theory.	  The	  Newspaper	  “Choice”,	  for	  example,	  calls	  Rogers	  being	  “synonymous	  with	  the	  study	  of	  diffusion	  of	  innovation	  (…)	  Among	  the	  many	  features	  that	  make	  this	  an	  exemplary	  interdisciplinary	  effort	  is	  (…)	  Rogers	  ability	  to	  stay	  in	  touch	  with	  social	  realities”.	  	  Rogers’	  is	  somewhat	  dated	  in	  some	  areas	  due	  to	  the	  technological	  advancements	  that	  have	  occurred	  since	  the	  theories	  first	  publication	  in	  1962,	  however	  to	  come	  to	  terms	  with	  that	  we	  see	  fitting	  the	  theory	  of	  Scott,	  and	  complementary	  to	  Scott	  we	  find	  Sinek.	  Scott	  and	  Sinek	  add	  pragmatic	  and	  contemporary	  insight	  into	  diffusion	  of	  innovations,	  as	  they	  embrace	  the	  ‘zeitgeist’	  of	  planned	  communication	  and	  marketing.	  They	  do	  so,	  through	  embracing	  the	  online	  methods	  and	  especially	  Sinek	  emphasizes	  on	  the	  importance	  on	  letting	  people	  partake	  in	  the	  innovators	  reasons	  and	  believes.	  	  
	  
Delimitations	  A	  different	  approach	  could	  have	  been	  taken,	  and	  as	  such	  we	  had	  considered.	  Commencing	  the	  project	  and	  taking	  departure	  in	  our	  aim	  for	  project	  relevance	  through	  our	  case	  of	  Gipant,	  we	  considered	  several	  theories.	  We	  considered	  making	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an	  analysis	  of	  the	  German-­‐initiators	  webpage,	  pfandgeben.de	  by	  means	  of	  ‘The	  visual	  communication	  model’	  by	  Lisbeth	  Thorlacius,	  in	  which	  she	  adds	  to	  the	  original	  communication	  model	  from	  Roman	  Jakobson.	  However	  this	  approach	  would	  have	  taken	  the	  project	  towards	  an	  adopters	  perspective	  and	  thus	  a	  different	  project.	  In	  the	  starting	  process	  we	  found	  our	  desire	  to	  focus	  on	  the	  perspective	  of	  the	  innovators,	  using	  our	  Gipant	  innovation	  as	  an	  example	  case	  and	  adding	  to	  the	  project	  a	  present	  relevance.	  We	  were	  therefore	  contemplating	  using	  a	  classical	  planned	  communication	  theory	  by	  Sven	  Windahl,	  and	  through	  ‘Using	  Communication	  Theory’	  written	  by	  Windahl,	  Signitzer	  and	  Olson,	  we	  became	  acquainted	  and	  immediately	  interested	  with	  Rogers’	  ‘Diffusion	  of	  innovation’.	  This	  presented	  us	  with	  ability	  to	  focus	  on	  the	  innovators	  perspective	  of	  diffusion,	  and	  provided	  us	  with	  a	  narrowed	  down	  and	  concrete	  project.	  Evidently,	  the	  different	  perspectives	  when	  diffusing	  an	  innovation	  are	  equally	  important,	  thus	  there	  are	  many	  possibilities	  for	  further	  studies	  for	  our	  Gipant	  case,	  however	  with	  the	  scope	  of	  this	  particular	  project	  we	  think	  it	  would	  give	  the	  research	  a	  more	  in-­‐depth	  analysis	  to	  focus	  on	  one	  perspective.	  As	  an	  idea	  always	  starts	  with	  an	  innovator,	  it	  was	  an	  obvious	  choice	  to	  take	  the	  perspective	  of	  innovators.	  	  
Qualitative	  Expert	  Interview	  –	  The	  Pop	  Up	  Agency	  	  We	  chose	  to	  embark	  on	  a	  qualitative	  interview	  with	  ’experts’	  within	  the	  field	  of	  the	  diffusion	  of	  an	  innovation.	  An	  interview	  with	  experts	  has	  its	  advantages	  as	  it	  removes	  the	  conventional	  asymmetry	  that	  can	  occur	  between	  interviewer	  and	  interviewee	  (Schrøder	  et	  al.	  2003:149).	  An	  asymmetry	  that	  often,	  in	  qualitative	  interviews	  are	  aimed	  at	  being	  transcended	  by	  choosing	  a	  particular	  location,	  or	  the	  structure	  of	  the	  interview	  (ibid.),	  consequently	  to	  remove	  the	  privilege	  that	  coheres	  to	  being	  an	  interviewer.	  We	  therefore	  moved	  from	  the	  conventional	  qualitative	  data	  collection	  into	  a	  postmodern	  conception	  of	  interviewing,	  where	  interactional	  reciprocity	  of	  knowledge	  occurs	  (Gubrium	  et	  al.,	  2003,53).	  We	  found	  the	  strategy	  of	  interactive	  interviewing	  (Gubrium	  et	  al.,	  2003:165)	  suitable	  as	  we	  sought	  data	  vis-­‐à-­‐vis	  their	  empirical	  expertise	  and	  we	  sought	  to	  utilise	  that,	  meanwhile	  contextualising	  their	  case	  to	  our	  own	  Gipant.	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About	  the	  Pop	  Up	  Agency	  	  We	  chose	  to	  interview	  two	  co-­‐founders	  of	  The	  Pop	  Up	  Agency	  our	  choice	  was	  based	  on	  their	  evident	  experience	  within	  the	  field	  of	  our	  research,	  innovators	  on	  a	  low	  budget	  (ThePopUpAgency,	  2012).	  The	  Pop	  Up	  Agency	  is	  an	  innovation	  by	  six	  students	  that	  met	  whilst	  attending	  an	  education	  at	  a	  university	  called	  Hyper	  Island	  in	  Stockholm	  (HyperIsland,	  2012).	  The	  concept	  of	  the	  Pop	  Up	  Agency	  is	  that	  the	  six	  students	  ‘pop-­‐up’	  in	  different	  cities	  around	  the	  world,	  and	  provide	  their	  online	  branding	  guidance	  and	  production	  for	  free	  to	  mainly	  start-­‐up	  innovators	  of	  all	  industries	  (ThePopUpAgency,	  2012).	  	  
Interactive	  Interview	  	  Aiming	  at	  an	  interactive	  interview,	  we	  held	  the	  interview	  in	  a	  café	  where	  the	  atmosphere	  was	  relaxed;	  chosen	  to	  enable	  a	  natural	  conversation	  in	  our	  somewhat	  structured	  interview	  with	  two	  co-­‐founders.	  In	  the	  spirit	  of	  interactive	  interview,	  we	  were	  four	  people	  constituting	  a	  collaborative	  small	  group	  setting	  (Gubrium	  et	  al.,	  2003:165),	  all	  were	  personally	  invested	  in	  the	  research	  topic,	  which	  added	  to	  the	  creation	  of	  relations	  for	  an	  open	  conversation	  and	  collaboration.	  In	  addition,	  our	  ages	  differed	  from	  24-­‐28	  years	  of	  age,	  using	  English	  as	  our	  interview	  language	  came	  about	  unforced,	  despite	  originating	  from	  four	  different	  nations,	  and	  added	  further	  value	  to	  the	  collaboration,	  as	  our	  language	  roamed	  within	  mutual	  references.	  	  
Interviewees’	  story/	  Interviewers’	  story/	  our	  story	  Having,	  to	  some	  extent	  structured	  our	  interview	  questions;	  we	  initiated	  our	  interactive	  interview	  by	  sharing	  each	  of	  our	  stories	  to	  ultimately	  enable	  the	  creation	  of	  ‘our’	  story.	  	  The	  following	  will	  describe	  the	  process	  of	  the	  interactive	  interview.	   	  
Interviewees’	  story	  	  The	  two	  interviewees	  Wout	  and	  Abraham,	  age	  24	  and	  28	  respectively.	  They	  met	  in	  Hyper	  Island,	  where	  their	  collective	  story	  of	  The	  Pop-­‐Up	  Agency	  commenced	  only	  four	  months	  ago.	  Antecedently	  to	  that	  they	  have	  different	  cultural	  and	  educational	  backgrounds.	  The	  focus	  of	  this	  project,	  thus	  interview	  is	  to	  gain	  knowledge	  within	  the	  field	  of	  communication	  about	  innovations,	  hereby	  asked	  Wout	  and	  Abraham	  about	  which	  communication	  channels	  they	  used	  to	  spread	  their	  innovation.	  In	  addition	  to	  the	  interview	  we	  made	  with	  the	  Pop	  Up	  Agency,	  we	  took	  information	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about	  the	  story	  of	  their	  innovation,	  what,	  how	  and	  why	  they	  started	  it	  from	  their	  website	  wepopup.com.	  
Interviewers’	  story	  	  We	  tell	  our	  story	  by	  introducing	  this	  project	  and	  research	  question	  of	  how	  to	  diffuse	  an	  innovation	  cost-­‐efficiently.	  We	  also	  tell	  the	  experiences	  we	  have	  had	  so	  far	  starting	  up	  our	  own	  innovation	  Gipant.	  Telling	  the	  why,	  what	  and	  the	  how	  in	  diffusion	  is	  what	  we	  will	  learn	  more	  about	  through	  our	  interaction	  with	  Wout	  and	  Abraham,	  and	  through	  this	  project.	  	  
Our	  story	  	  The	  collaborative	  relation	  has	  been	  established,	  and	  the	  interview	  conversations	  touches	  subjects	  of	  interviewees	  story	  and	  of	  interviewers	  story	  making	  possible	  an	  interactive	  reciprocity,	  we	  experience	  that	  they	  have	  and	  are	  meeting	  obstacles	  and	  difficulties	  just	  as	  with	  our	  story.	  The	  conversation	  is	  inspiring	  vis-­‐à-­‐vis	  the	  drive	  to	  innovate,	  and	  useful	  in	  relation	  to	  the	  methods	  of	  diffusing	  ones	  innovation,	  ideas	  and	  questions	  of	  each	  others	  stories	  are	  flow	  between	  the	  four	  of	  us.	  The	  interview	  with	  the	  co-­‐founders	  of	  the	  Pop	  Up	  Agency	  will	  consequently	  give	  life	  to	  our	  chosen	  theories.	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LITERATURE	  REVIEW	  	  This	  chapter	  will	  introduce	  our	  main	  theoretical	  perspectives	  and	  explain	  how	  we	  approached	  our	  research	  question.	  We	  decided	  to	  work	  with	  Everett	  M.	  Rogers	  book	  “Diffusion	  of	  Innovation”	  as	  our	  core	  theory	  and	  supplement	  his	  notions	  on	  diffusions	  with	  D.	  Meerman	  Scott’s	  “New	  Rules	  on	  PR	  and	  Marketing”.	  Scott	  is	  adding	  valuable	  insights	  on	  how	  to	  spread	  an	  innovation	  with	  little	  financial	  resources.	  In	  addition	  we	  will	  make	  use	  of	  Simon	  Sinek’s	  concept	  of	  the	  “Golden	  Circle”,	  in	  which	  he	  describes	  the	  importance	  of	  letting	  your	  adaptor	  group	  understand	  the	  beliefs	  behind	  your	  innovation.	  Sinek	  will	  therefore	  explain	  how	  to	  communicate	  to	  the	  adopters	  in	  order	  to	  make	  them	  use	  your	  innovation.	  
Diffusion	  of	  Innovations	  Rogers	  theory	  on	  diffusion	  of	  innovations	  provides	  us	  with	  a	  theoretical	  framework	  on	  how	  to	  spread	  a	  new	  idea	  through	  members	  of	  a	  group	  within	  in	  a	  society	  or	  culture.	  It	  therefore	  tries	  to	  unfold	  the	  first	  steps	  from	  a	  theoretical	  idea	  to	  practical	  innovation,	  which	  is	  the	  focus	  of	  this	  project.	  Rogers	  defines	  diffusion	  as	  the	  “process	  by	  which	  an	  innovation	  is	  communicated	  through	  certain	  channels	  over	  time	  among	  the	  members	  of	  a	  social	  system”	  (Rogers,	  1983:	  11).	  The	  theory	  will	  thus	  enable	  us	  to	  understand	  and	  find	  efficient	  communication	  channels	  for	  innovations.	  In	  the	  following	  we	  will	  present	  the	  four	  main	  elements	  of	  The	  “Diffusion	  of	  Innovation”	  model:	  	  -­‐ Innovation	  -­‐ Communication	  channels	  -­‐ Time	  -­‐ Social	  system	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Defining	  an	  innovation	  As	  defined	  by	  Rogers,	  an	  Innovation	  brings	  something	  “new”	  to	  a	  certain	  population,	  which	  demands	  that	  knowledge	  is	  brought	  to	  people	  in	  a	  way	  that	  it	  will	  persuade	  them	  to	  decide	  to	  adapt	  to	  the	  new	  idea/	  product	  etc.	  When	  taken	  the	  adaption	  phase	  in	  to	  consideration,	  the	  innovator	  or	  researcher	  should	  bear	  in	  mind	  that	  the	  adaptor	  connects	  the	  new	  innovation	  to	  earlier	  innovations.	  	  Thus	  one	  experience	  with	  an	  innovation	  influences	  the	  next	  innovation	  and	  so	  on.	  Innovations	  can	  therefore	  not	  be	  seen	  as	  single	  events,	  which	  is	  sometimes	  a	  problem	  when	  testing	  an	  innovation	  or	  when	  researcher	  make	  speculation	  about	  how	  an	  audience	  will	  adapt	  to	  their	  product.	  	  Besides	  this	  uncertainty,	  there	  are	  guidelines	  to	  keep	  in	  mind	  when	  wanting	  people	  to	  adopt	  an	  innovation.	  According	  to	  Rogers	  (1983),	  a	  person	  is	  more	  likely	  to	  adapt	  to	  an	  innovation	  when	  it	  fulfills	  the	  following	  five	  characteristics.	  First	  of	  all	  the	  innovation	  should	  have	  a	  relative	  advantage,	  thus	  an	  individual	  should	  perceive	  the	  innovation	  as	  advantageous.	  The	  second	  characteristic	  concerns	  with	  the	  compatibility	  with	  the	  values,	  past	  experiences	  and	  needs	  from	  a	  person	  or	  a	  target	  group.	  Another	  issue	  to	  consider	  is	  the	  complexity	  of	  the	  innovation;	  the	  easier	  to	  understand,	  the	  more	  likely	  the	  adoption.	  The	  innovator	  could	  for	  example	  give	  a	  step-­‐by-­‐step	  explanation	  to	  his	  idea,	  without	  including	  to	  many	  steps	  or	  long	  sentences.	  The	  instruction	  need	  to	  look	  easy	  and	  simple,	  thus	  everybody	  can	  understand	  them	  right	  away.	  	  Furthermore	  it	  is	  an	  advantage	  if	  the	  adaptor	  can	  somehow	  experience	  the	  innovation,	  this	  can	  allow	  uncertainties	  to	  disappear.	  Innovators	  could	  for	  example	  send	  out	  test	  or	  trial	  versions	  of	  their	  product,	  which	  most	  software	  developer	  already	  do.	  The	  last	  characteristic	  is	  questioning	  how	  easy	  the	  result	  can	  be	  observed	  and	  whether	  the	  innovation	  can	  stimulate	  peer-­‐discussion.	  	  
Face-­‐to-­‐face	  communication	  One	  of	  the	  mature	  points	  of	  Rogers	  book	  on	  the	  diffusion	  of	  innovation,	  is	  concerned	  with	  how	  to	  spread	  an	  idea,	  where	  he	  emphasizes	  on	  the	  importance	  of	  
communication	  channels.	  These	  channels	  connect	  two	  individuals	  (or	  more):	  the	  one	  that	  has	  already	  experienced	  the	  innovation	  to	  the	  one,	  who	  does	  not	  have	  any	  experience	  or	  even	  knowledge	  about	  the	  innovation.	  On	  the	  one	  hand	  we	  have	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common	  mass	  media	  channels,	  which	  are	  suitable	  for	  creating	  awareness	  among	  a	  relatively	  large	  group.	  On	  the	  other	  hand	  Rogers	  argues	  that	  interpersonal	  channels	  are	  the	  most	  important	  channels	  when	  wanting	  to	  get	  an	  innovation	  spread	  and	  people	  to	  adopt	  to	  them.	  These	  channels	  traditionally	  involve	  face-­‐to-­‐face	  conversations,	  in	  which	  one	  individual	  persuades	  another	  or	  more	  individuals	  to	  adapt	  to	  an	  innovation.	  Face-­‐to-­‐face	  communications	  are	  most	  likely	  to	  happen	  between	  individuals,	  who	  are	  “similar	  in	  socioeconomic	  status,	  education	  or	  other	  important	  ways”	  (Rogers,	  1983:	  18).	  Thus	  communication	  within	  a	  similar	  group	  seems	  to	  be	  more	  effective,	  because	  people	  share	  common	  meanings,	  beliefs,	  values	  etc.	  Consequently	  it	  is	  more	  likely	  that	  people	  within	  a	  certain	  group	  have	  similar	  perspectives	  and	  standpoints	  and	  through	  mutual	  understandings	  a	  new	  idea	  is	  easier	  to	  grasp	  and	  accept.	  Once	  the	  innovation	  is	  accepted	  as	  being	  advantageous,	  the	  experienced	  individual	  created	  the	  entrance	  to	  change	  the	  behavior	  of	  the	  peer	  group.	  A	  lot	  of	  people	  depend	  on	  the	  opinion	  and	  experience	  of	  people	  who	  are	  close	  to	  them	  and	  with	  whom	  they	  share	  some	  sort	  of	  mutual	  understanding	  (Rogers,	  1995;	  18).	  	  In	  conclusion	  a	  subjective	  evaluation	  or	  opinion	  is	  more	  valuable	  than	  an	  advertisement	  that	  only	  offers	  knowledge	  about	  the	  innovation,	  but	  fails	  to	  change	  the	  behavior	  of	  	  the	  individual.	  	  
How	  to	  measure	  an	  innovation	  The	  third	  element	  of	  the	  “Diffusion	  of	  Innovation”	  is	  concerned	  with	  how	  to	  measure	  an	  innovation	  within	  a	  period	  of	  time.	  Rogers	  presents	  three	  different	  measurement	  methods.	  The	  first	  is	  the	  “Innovation	  decision-­‐	  process”;	  here	  the	  adopter	  is	  going	  through	  five	  different	  phases	  before	  successfully	  adopting	  to	  a	  new	  idea.	  First	  of	  all	  the	  individual	  must	  be	  exposed	  to	  the	  innovation;	  what	  is	  it?	  And	  how	  does	  the	  innovation	  work?	  Usually	  this	  knowledge	  is	  provided	  by	  mass	  media	  channels,	  which	  are	  helpful	  in	  creating	  awareness.	  In	  the	  next	  stage	  the	  individual	  is	  forming	  an	  attitude	  towards	  the	  innovation.	  Roger	  suggests	  that	  peer	  conversations	  are	  the	  most	  persuasive	  communication	  channels	  as	  subjective	  evaluations	  have	  more	  influence	  on	  an	  individual	  (Rogers,	  1983;	  20).	  They	  can	  present	  real	  life	  experiences	  and	  advantages	  from	  friends,	  family,	  colleagues	  etc.	  This	  phase	  will	  allow	  a	  person	  to	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either	  reject	  or	  adopt	  the	  innovation.	  After	  the	  decision	  to	  adopt	  is	  made,	  the	  individual	  is	  now	  ready	  to	  implement	  the	  innovation	  in	  to	  their	  life.	  Even	  though	  an	  innovation	  has	  been	  implemented,	  a	  person	  can	  still	  change	  his	  mind,	  when	  for	  example	  having	  bad	  experiences	  with	  it	  or	  if	  the	  consequences	  of	  the	  innovation	  are	  undesirable	  on	  the	  long	  run	  (Rogers,	  1983:	  21).	  This	  period	  or	  stage	  is	  what	  Roger	  calls	  confirmation,	  for	  a	  person	  will	  either	  be	  confirmed	  in	  the	  advantages	  of	  the	  new	  object	  or	  it	  will	  exclude	  it	  due	  to	  criticism	  from	  others	  or	  dysfunctional	  consequences.	  Even	  though	  the	  innovator	  should	  keep	  this	  decision-­‐process	  in	  mind	  when	  choosing	  the	  communication	  channels,	  we	  will	  not	  go	  in	  to	  a	  deep	  analysis	  of	  all	  these	  five	  phases,	  for	  we	  will	  focus	  on	  the	  perspective	  of	  the	  innovator	  and	  provide	  the	  reader	  with	  a	  first-­‐step	  guidance	  in	  which	  factors	  to	  keep	  in	  mind	  before	  launching	  an	  innovation.	  	  
Innovations	  and	  social	  structure	  The	  fourth	  element	  of	  Rogers	  diffusion	  theory	  is	  taking	  social	  structures	  in	  to	  consideration	  when	  implementing	  new	  ideas.	  Methodologically	  it	  is	  rather	  difficult	  to	  grasp	  the	  effects	  that	  the	  structure	  of	  a	  system	  has	  on	  the	  diffusion	  of	  an	  innovation.	  As	  it	  would	  also	  go	  beyond	  the	  scope	  of	  this	  paper,	  we	  will	  not	  emphasize	  in	  detail	  on	  this	  part,	  but	  instead	  shift	  our	  focus	  to	  the	  adopters	  of	  an	  innovation.	  Even	  though	  this	  project	  is	  mainly	  concerned	  with	  the	  innovators	  perspective	  and	  should	  function	  as	  a	  guidance	  for	  them,	  it	  is	  intriguing	  to	  realize	  that	  the	  innovator	  has	  to	  keep	  in	  mind	  that	  his	  new	  idea	  is	  not	  only	  made	  for	  himself.	  The	  innovator	  will	  also	  have	  to	  meet	  the	  need	  and	  interest	  of	  other	  people.	  We	  therefore	  chose	  to	  include	  Rogers	  adopter	  structure	  in	  our	  project,	  as	  it	  helps	  to	  understand	  that	  communication	  is	  not	  a	  one	  way	  street	  where	  the	  innovator	  is	  the	  driver.	  Communication	  happens	  between	  at	  least	  two	  parts	  and	  therefore	  it	  is	  relevant	  to	  mention	  adopters	  in	  this	  research.	  Rogers	  divides	  adopters	  in	  to	  five	  different	  groups	  (pic	  1).	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  Figure	  1:	  Rogers	  adoption	  model	  on	  the	  basis	  of	  innovativeness	  	   The	  innovativeness	  is	  hereby	  measured	  by	  the	  time	  a	  person	  adopts	  an	  innovation	  and	  is	  divided	  in	  to	  five	  adopter	  categories:	  innovators,	  early	  adopters,	  early	  majority,	  late	  majority	  and	  laggards	  (Rogers,	  1983;	  247).	  These	  are	  ideal	  types	  and	  are	  constructed	  to	  make	  comparisons	  possible.	  Further	  more	  it	  is	  possible	  that	  one	  person	  is	  part	  of	  the	  early	  adopter	  group	  when	  for	  example	  purchasing	  an	  Apple	  product,	  but	  belongs	  the	  late	  majority	  when	  it	  comes	  to	  using	  a	  microwave.	  	  When	  trying	  to	  get	  people	  to	  use	  your	  innovation,	  you	  can	  never	  reach	  all	  the	  adopter	  categories	  at	  once.	  While	  an	  innovation	  is	  in	  the	  pre-­‐testing	  or	  pre-­‐launching	  phase,	  it	  is	  common	  to	  focus	  on	  spreading	  the	  innovation	  to	  the	  other	  innovators	  and	  early	  adopters.	  	  Reaching	  innovators	  is	  almost	  an	  easy	  task,	  as	  they	  are	  “venturesome”	  and	  always	  on	  the	  look	  to	  try	  new	  ideas.	  It	  is	  common	  that	  innovators	  are	  communicating	  with	  other	  innovators	  as	  they	  are	  belonging	  to	  a	  similar	  or	  the	  same	  group.	  They	  play	  a	  “gatekeeping	  role	  in	  the	  flow	  of	  new	  ideas	  into	  a	  social	  system”	  (Rogers,	  1983;	  248).	  	  Early	  adopters	  have	  the	  eagerness	  to	  try	  new	  ideas	  in	  common	  with	  innovators,	  but	  they	  are	  usually	  more	  integrated	  in	  other	  social	  groups	  and	  systems	  than	  are	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innovators.	  Early	  adopters	  function	  as	  opinion	  leaders	  within	  their	  social	  system	  and	  have	  therefore	  a	  great	  influence	  on	  persuading	  others	  to	  try	  out	  something	  new	  that	  lies	  out	  of	  their	  comfort	  zone.	  Thus	  their	  role	  is	  to	  “decrease	  uncertainty	  about	  a	  new	  idea	  by	  adopting	  it”	  and	  to	  spread	  their	  evaluation	  of	  the	  innovation	  within	  their	  close	  networks.	  According	  to	  Rogers,	  early	  adopters	  are	  trendsetters	  and	  driven	  by	  social	  prestige	  (Rogers,	  1983;	  249).	  The	  early	  majority	  is	  the	  link	  in	  getting	  an	  innovation	  to	  the	  crowd.	  Looking	  at	  the	  innovativeness,	  they	  adopt	  relatively	  early	  and	  deliberately,	  but	  they	  do	  not	  lead	  or	  persuade	  as	  much	  as	  the	  early	  majority.	  The	  late	  majority	  is	  rather	  skeptical	  to	  new	  ideas	  and	  will	  adopt	  in	  accordance	  to	  economic	  factors	  or	  group	  pressure.	  Laggards	  are	  traditional	  individuals,	  who	  would	  for	  example	  only	  buy	  a	  smartphone	  if	  normal	  mobile	  phones	  do	  not	  exist	  any	  more	  (Rogers,	  1983;	  251).	  	  Consequently	  it	  makes	  sense	  to	  focus	  on	  the	  reach	  of	  innovators	  and	  early	  adopters,	  as	  they	  are	  the	  adopter	  groups	  that	  seek	  new	  ideas	  and	  are	  naturally	  curious.	  As	  mentioned	  above	  we	  are	  in	  different	  adopter	  categories	  at	  different	  times	  depending	  on	  the	  innovation.	  Therefore	  it	  is	  relevant	  to	  think	  about	  who	  you	  want	  to	  address	  with	  your	  innovation	  and	  who	  might	  be	  interested	  in	  using	  it.	  In	  other	  words	  it	  is	  helpful	  to	  define	  your	  target	  group	  before	  thinking	  about	  possible	  communication	  channels.	  This	  is	  what	  we	  are	  aiming	  on	  exemplifying	  with	  the	  quantative	  survey	  we	  conducted	  before	  launching	  Gipant	  (App.	  In	  this	  way	  you	  can	  for	  example	  find	  out	  which	  age	  group	  is	  interested	  in	  your	  innovation.	  This	  could	  be	  understood	  as	  one	  of	  the	  first	  steps	  of	  your	  communication	  plan	  for	  your	  innovation.	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The	  New	  Rules	  of	  Marketing	  and	  PR	  –	  the	  theory	  and	  pragmatic	  online	  method	  	  With	  the	  advancement	  of	  the	  Internet	  David	  Meerman	  Scott	  sees	  a	  set	  of	  new	  rules	  and	  methods	  coming	  into	  play	  within	  marketing	  and	  public	  relations	  (PR)	  of	  innovations.	  With	  this,	  companies	  and	  organisations	  such	  as:	  ”…non-­‐profit,	  government	  agency,	  political	  candidate,	  church,	  school,	  sports	  teams…”	  (Scott,	  2007:xxv)	  etc.	  can	  reach	  their	  buyers,	  subscribers,	  voters,	  volunteers	  (Scott,	  2007:	  xxvi)	  etc.	  directly	  with	  fewer	  means	  than	  had	  it	  needed	  following	  the	  old	  rules	  of	  marketing	  and	  PR	  (Scott,	  2007:5).	  For	  the	  purpose	  of	  this	  paper	  ‘companies’	  will	  be	  referred	  to	  as	  innovators	  and	  ‘buyers’	  as	  adopters	  for	  coherence	  to	  our	  main	  theory	  basis	  of	  Rogers.	  
Old	  Rules	  -­‐	  Partition	  of	  Marketing	  and	  PR	  	  Scott’s	  theory	  is	  somewhat	  determined	  by	  what	  it	  is	  not,	  it	  is	  not	  the	  old	  rules,	  it	  is	  the	  new	  rules	  of	  marketing	  and	  PR,	  therefore	  in	  order	  for	  us	  to	  grasp	  the	  new,	  first	  we	  will	  introduce	  the	  old.	  The	  old	  rules	  include	  a	  partition	  of	  the	  two;	  marketing	  and	  PR,	  where	  marketing	  is	  understood	  to	  be	  mere	  interruptive	  one-­‐way	  communicative	  advertising	  that	  appeals	  to	  the	  masses	  (Scott,	  2007:8).	  The	  old	  rules	  of	  Public	  Relations	  include	  only	  getting	  publicized	  through	  the	  media,	  therefore	  a	  reliance	  and	  dependence	  on	  journalists	  to	  find	  the	  innovators	  press	  release	  interesting	  enough	  to	  write	  about	  it.	  Furthermore,	  press	  releases	  would	  only	  spark	  interest	  if	  the	  innovators	  had	  significant	  news	  and	  references	  from	  third	  parties,	  hereby	  relaying	  and	  depending	  on	  the	  interests	  of	  journalists	  to	  write	  about	  ones	  innovation,	  to	  essentially	  enable	  the	  news	  to	  reach	  ones	  adopters.	  However	  new	  rules	  are	  at	  play,	  and	  as	  such	  the	  following	  will	  account	  for.	  
New	  Rules-­‐	  joint	  venture	  of	  Marketing	  and	  PR	  	  The	  Internet	  changed	  marketing	  and	  PR	  opportunities	  but	  alongside	  it	  has	  also	  brought	  about	  a	  merger	  of	  the	  two	  fields	  of	  marketing	  and	  PR	  (Scott,	  2007:26).	  The	  new	  rules	  now	  allow	  an	  innovator	  to	  reach	  adopters	  directly	  as	  marketing	  now	  is	  capable	  of	  reaching	  the	  adopters	  within	  niches,	  and	  public	  relations	  now	  is	  capable	  to	  reach	  has	  the	  public,	  rather	  than	  only	  being	  available	  to	  the	  media	  (ibid.).	  As	  mentioned	  above	  new	  rules	  of	  marketing	  and	  PR	  incorporate	  reaching	  underserved	  niche	  markets	  that	  were	  not	  available	  before	  the	  advancement	  of	  the	  Internet.	  It	  is	  a	  merger	  of	  the	  two	  concepts	  where	  different	  methods	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can	  provide	  ones	  adopters	  with	  innovators	  content	  driven	  communication	  directly	  and	  thus	  lead	  to	  the	  wanted	  adoption	  (Scott,	  2007:26)	  skipping	  a	  few	  steps	  and	  thus	  saving	  costly	  resources.	  
Web	  based	  communication-­‐	  the	  pragmatic	  online	  method	  	  Websites,	  blogs,	  press	  releases	  (news	  releases),	  online	  forums,	  social	  medias	  and	  video	  are	  all	  methods	  of	  reaching	  adopters.	  However,	  first	  task	  is	  to	  define	  them	  (Scott,	  2007:32),	  when	  identified	  you	  can	  determine	  which	  of	  the	  methods	  exemplified	  above	  that	  the	  possible	  adopters	  uses	  and	  therefore	  are	  the	  best	  suitable.	  	  We	  will	  in	  the	  following	  touch	  upon	  some	  of	  the	  methods,	  which	  include	  certain	  advantages	  that	  an	  innovation,	  in	  accordance	  to	  the	  new	  rules	  should	  utilise:	  	  
§ Blogs	  act	  as	  a	  monitoring	  tool,	  to	  gain	  knowledge	  of	  what	  is	  being	  conversed	  about	  ones	  innovation,	  and	  to	  take	  part	  in	  the	  discussion.	  In	  addition,	  the	  innovators	  can	  have	  blogs	  and	  thus	  help,	  shape	  and	  commence	  conversation	  about	  itself	  (Scott,	  2007:50).	  Similarly	  to	  blogs	  are	  web	  forums	  that	  are	  as	  Scott	  writes:	  “	  …	  like	  a	  massive	  focus	  group	  offering	  up	  their	  thoughts	  for	  free!”	  (Scott:	  2007:81).	  	  	  
§ Websites,	  should	  show	  thought	  leadership,	  which	  means	  that	  the	  website	  does	  not	  solely	  inform	  and	  provide	  content	  to	  the	  adopters	  of	  its	  product	  and	  idea;	  it	  solves	  the	  adopters	  problems	  and	  fulfil	  needs,	  that	  may	  go	  beyond	  the	  innovations	  product	  (Scott,	  2007:2138).	  Thought	  leadership	  denotes	  a	  content-­‐communicative	  online	  marketing	  strategy	  that	  makes	  innovators	  seem	  reliable	  and	  trustworthy	  (Scott,	  2007:133).	  Also,	  determining	  the	  goal	  of	  your	  innovation	  is	  imperative	  according	  to	  Scott	  (2007:115),	  the	  lack	  of	  a	  clear	  goal	  will	  make	  the	  marketing	  and	  PR	  just	  as	  unclear.	  Once	  a	  goal	  is	  defined	  clearly,	  determining	  the	  adopters	  should	  take	  place.	  Scott	  emphasises	  the	  importance	  of	  writing	  for	  adopters,	  and	  not	  your	  own	  ego	  (Scott,	  2007:128),	  arguing	  that	  if	  innovators	  focuses	  on	  its	  own	  needs	  in	  websites/blogs,	  it	  confuses	  the	  visitor’s	  search	  of	  what	  they	  need	  (Scott,	  2007:152).	  Here,	  Scott	  introduces	  the	  concept	  of	  ‘gobbledygook’,	  denoting	  using	  an	  unfitting	  and	  jargon	  filled	  language,	  which	  does	  not	  speak	  to	  ones	  adopters	  (Scott,	  2007:146).	  The	  new	  rules	  include	  new	  methods	  as	  we	  have	  presented	  to	  you	  through	  the	  above	  chapter,	  and	  this	  theory	  we	  will	  work	  more	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with	  in	  the	  analysis	  chapter	  of	  this	  research	  as	  it	  adds	  valuable	  techniques	  on	  how	  to	  diffuse	  a	  method	  on	  a	  low	  cost	  basis:	  the	  Internet.	  
“Starting	  with	  why”	  We	  will	  add	  to	  Scott’s	  theory	  and	  methods	  of	  marketing	  and	  PR	  by	  looking	  at	  Simon	  Sinek’s	  concept	  of	  “The	  Golden	  Circle”	  (Sinek,	  2009:41).	  This	  concept	  is	  the	  core	  element	  in	  Sinek’s	  theory	  of	  starting	  with	  “Why”,	  which	  adds	  to	  “The	  New	  Rules	  of	  PR	  and	  Marketing”	  by	  D.	  Meerman	  Scott.	  Sinek	  speaks	  of	  Carrot	  and	  Sticks	  as	  the	  conventional	  method	  of	  today’s	  innovators,	  and	  correlates	  to	  the	  way	  Scott	  speaks	  of	  the	  old	  rules,	  which	  we	  will	  shortly	  demonstrate.	  (Please	  note	  we	  will	  continue	  utilising	  the	  concepts	  of	  innovators	  and	  adopters	  introduced	  to	  us	  by	  Rogers).	  Carrots	  and	  Sticks	  is	  the	  idea	  that	  most	  innovators	  today	  base	  their	  methods	  of	  diffusion	  and	  marketing	  on	  manipulation	  rather	  than	  inspiration	  (Sinek,	  2009:17),	  this	  manipulation	  is	  occurring	  through	  competitiveness	  in	  pricing,	  purchases	  initiated	  through	  fear/aspirations,	  peer	  pressure	  through	  celebrity/expert	  branding,	  promotions	  etc.	  Thus,	  in	  accordance	  to	  Scott	  (2007),	  Sinek	  sees	  that	  adopters	  do	  not	  want	  propaganda,	  they	  want	  participation	  (Scott,	  2007:25),	  and	  here	  The	  Golden	  Circle	  seems	  applicable.	  	  
The	  Golden	  Circle	  	  	  
	  
(Sinek	  2009:	  41)	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“Starting	  with	  why”	  aims	  to	  explain	  the	  motivation	  to	  the	  people.	  Why	  this	  innovation?	  It	  can	  compel	  and	  transform	  an	  idea	  into	  a	  social	  movement	  that	  is	  established	  through	  the	  adopters’	  loyalty	  to	  innovators	  (Sinek,	  2009:43),	  and	  that	  is	  why	  we	  find	  this	  theory	  useful	  when	  answering	  our	  cardinal	  question.	  Let	  us	  in	  the	  spirit	  of	  this	  theory	  thus	  
start	  by	  introducing	  the	  concepts	  of	  why.	  	  
Why?	  	  Why	  does	  an	  innovator	  do	  its	  innovation?	  The	  ‘why’	  is	  what	  draws	  adopters	  to	  innovators,	  through	  communication	  from	  within	  rather	  than	  from	  the	  outside	  in,	  the	  essence	  is	  why	  does	  ones	  innovation	  exist,	  and	  why	  should	  adopters	  care	  about	  it	  (Sinek,	  2009:43).	  The	  ‘what’	  act	  as	  the	  object	  to	  which	  the	  adopters	  can	  prescribe	  and	  rationalize	  their	  attitudes	  to	  (Sinek,	  2009:46).	  Every	  innovator	  knows	  ‘what’	  it	  does;	  how	  it	  does	  it	  is	  often	  explained	  to	  differentiate	  itself	  (Sinek,	  2009:43)	  from	  other	  innovators	  with	  a	  similar	  ‘what’.	  The	  why	  is	  thus,	  as	  Sinek	  states:	  “the	  fuzziest	  thing”	  (2009:43)	  of	  the	  three	  to	  define.	  Starting	  with	  why	  is	  leaving	  out	  manipulation,	  it	  is	  stating	  ‘why’	  without	  it	  being	  connected	  to	  the	  ‘how	  or	  what’,	  as	  those	  concepts	  no	  longer	  are	  reasons	  to	  adopt,	  they	  are	  results	  from	  the	  innovators	  cause,	  belief	  and	  why’s	  (Sinek,	  2009:45).	  Starting	  with	  ‘why	  than	  how	  and	  last	  what’	  means	  taking	  an	  alternative	  method	  to	  diffusion	  and	  marketing,	  being	  the	  exception	  to	  the	  ‘old	  rule’	  of	  communicating	  ‘what,	  than	  how	  and	  last	  why’	  (Sinek,	  2009:43),	  seemingly	  differentiating	  ones	  innovation	  form	  others	  by	  un-­‐manipulative	  communication	  (Sinek,	  2009:45).	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ANALYSIS	  	  In	  the	  following	  chapter	  we	  will	  combine	  our	  empirical	  findings	  from	  the	  expert	  interview	  with	  our	  previously	  introduced	  theories.	  We	  have	  decided	  to	  take	  departure	  in	  the	  interview,	  as	  we	  aim	  to	  take	  the	  standpoint	  from	  innovators	  nowadays	  and	  combine	  it	  with	  the	  extensive	  research	  that	  has	  already	  been	  done	  by,	  in	  our	  case,	  Rogers	  in	  the	  field	  of	  innovation.	  Thus	  this	  project	  will	  contribute	  with	  up-­‐to-­‐date	  ways	  of	  spreading	  a	  new	  idea.	  	  In	  addition	  we	  will	  project	  our	  findings	  onto	  our	  own	  innovation	  Gipant	  and	  explain,	  which	  steps	  we	  would	  have	  to	  do	  next	  in	  order	  to	  launch	  Gipant.	  
The	  Interview:	  The	  Pop	  Up	  Agency	  The	  two	  co-­‐founder	  of	  the	  PopUp	  Agency,	  Wout	  Arets	  and	  Abraham	  Abbi	  Asefaw,	  gave	  us	  valuable	  insights	  about	  how	  they	  introduced	  their	  innovation	  to	  the	  public	  and	  which	  communication	  channels	  are	  necessary	  to	  attract	  people’s	  attentions.	  In	  addition,	  all	  of	  the	  founders	  of	  the	  PopUp	  Agency	  are	  students	  and	  have	  therefore	  almost	  no	  financial	  backups.	  Thus	  they	  were	  forced	  to	  come	  up	  with	  a	  communication	  plan	  that	  does	  not	  include	  financial	  backups.	  This	  will	  give	  us	  a	  hint	  on	  how	  to	  answer	  the	  second	  part	  of	  our	  cardinal	  question;	  How	  to	  diffuse	  an	  innovation	  on	  a	  low	  budget.	  On	  their	  website	  wepopup.com	  they	  describe	  themselves	  as	  being	  students	  who	  “understand	  the	  digital	  world	  we	  are	  living	  in	  right	  now”(ThePopUpAgency,	  2012).	  The	  interview	  was	  thus	  valuable	  as	  it	  provided	  us	  with	  the	  insight	  of	  our	  digital	  world	  and	  it	  could	  provide	  another	  perspective	  and	  concrete	  communication	  tools,	  which	  helped	  us	  to	  find	  possible	  answers	  to	  our	  cardinal	  question	  “How	  can	  we	  diffuse	  an	  innovation	  in	  Copenhagen	  without	  any	  financial	  resources?	  “.	  	  	  
Digital	  Communication	  When	  we	  asked	  them	  about	  the	  communication	  channels	  that	  they	  use	  or	  would	  recommend	  using,	  Abraham	  immediately	  referred	  to	  social	  network	  being	  almost	  outdated:	  “”I	  mean	  you	  have	  the	  old	  stuff	  like	  Twitter	  and	  Facebook”.	  What	  they	  mean	  with	  this	  is	  that	  it	  should	  be	  “common	  sense”	  to	  make	  a	  Facebook	  website	  and	  use	  Twitter	  to	  constantly	  communicate	  about	  your	  idea,	  since	  “we	  live	  in	  2013”	  and	  “10	  years	  ago	  people	  gave	  lectures	  about	  using	  social	  media”(Interview	  2012;	  3).	  The	  notion	  of	  the	  essential	  need	  for	  social	  media	  goes	  along	  with	  Scott’s	  new	  rules	  for	  PR	  and	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marketing,	  where	  he	  (as	  mentioned	  in	  detailed	  in	  the	  theory	  chapter)	  emphasizes	  on	  the	  influence	  and	  importance	  of	  the	  Internet	  and	  its	  communication	  channels.	  In	  addition	  to	  Facebook	  and	  Twitter,	  Scott	  highlights	  the	  importance	  of	  blogs	  and	  the	  website	  it	  self.	  	  Since	  it	  seemed	  almost	  too	  obvious	  for	  the	  co-­‐founders	  of	  the	  Pop-­‐Up	  Agency	  to	  make	  use	  of	  social	  media,	  we	  asked	  which	  additional	  communication	  channels	  innovators	  should	  be	  using.	  Both	  Abraham	  and	  Wout	  were	  keen	  on	  the	  concept	  of	  packaging	  an	  idea	  and	  “make	  it	  easy	  to	  understand”(Interview	  2012;	  3),	  having	  the	  two	  co-­‐founders	  taking	  this	  stance	  provides	  example	  and	  corresponds	  to	  Scott’s	  notion	  of	  not	  using	  jargon-­‐filled	  language	  on	  ones	  website,	  making	  ones	  innovation	  understood	  through	  its	  webpage	  and	  letting	  adopters	  find	  what	  they	  need	  to	  find	  when	  visiting	  one	  website	  (Scott,	  2007:152).	  The	  following	  will	  explain	  which	  tools	  an	  innovator	  can	  make	  use	  of	  in	  order	  to	  make	  his	  idea	  easy	  to	  understand.	  
Must-­‐Haves:	  video,	  presentation	  and	  blogs	  One	  way	  of	  packaging	  would	  include	  having	  a	  video	  clip	  on	  your	  website,	  that	  “explains	  your	  ideas	  in	  1.30	  mintues”,	  since	  “people	  love	  to	  see	  messages	  on	  video”	  and	  “the	  world	  is	  so	  fast	  and	  it	  is	  so	  hard	  to	  grasp	  everything	  and	  if	  you	  have	  a	  video	  it	  is	  so	  easy	  to	  just	  watch	  and	  listen”	  (Interview	  2012;	  3).	  (The	  Pop-­‐up	  Agency’s	  video	  can	  be	  found	  on	  their	  website	  wepopup.com.)	  In	  addition	  Wout	  argues	  that	  the	  communication	  within	  your	  video	  and	  your	  other	  channels	  should	  always	  emphasize	  on	  you	  motivations	  for	  your	  innovation:	  “You	  should	  really	  let	  people	  know	  WHY	  you	  do	  it…it	  is	  the	  most	  important	  thing	  “(Interview	  2012;	  4).	  This	  same	  stance	  is	  visible	  in	  Simon	  Sinek’s	  concept	  of	  the	  ‘Golden	  Circle’,	  where	  he	  describes	  the	  importance	  of	  letting	  your	  adopters	  know	  ‘why’	  you	  want	  to	  communicate	  a	  message	  and	  why	  it	  is	  important	  or	  relevant	  for	  them	  to	  use.	  The	  ‘why’	  consequently	  involves	  the	  adopters	  as	  they	  understand	  the	  motivation	  for	  your	  innovation,	  and	  those	  who	  can	  relate	  to	  your	  beliefs	  will	  adopt	  easier	  to	  your	  innovation.	  This	  seems	  to	  be	  essential	  to	  the	  adopters	  own	  sense-­‐making	  process	  of	  your	  innovation,	  since	  understanding	  the	  ‘why’	  of	  an	  innovation	  will	  make	  them	  understand	  and	  reflect	  on	  their	  own	  causes	  and	  beliefs.	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The	  innovators	  of	  our	  interview	  were	  clearly	  knowledgeable	  about	  this	  concept	  of	  ‘why’	  and	  spoke	  of	  Sinek’s	  video	  pitch	  of	  his	  ‘Starting	  with	  why’,	  which	  is	  presented	  in	  the	  internet	  platform	  TED:	  www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action.html.	  Wout	  adds,	  that	  “If	  you	  can	  communicate	  that	  ‘why’	  on	  your	  website	  that	  is	  the	  first	  step	  to	  do”	  (Interview	  2012;	  4).	  Corresponding	  to	  Sinek’s	  theory,	  our	  innovators	  have	  their	  own	  reasons	  for	  starting	  their	  company,	  thus	  their	  own	  ‘why’,	  posted	  on	  the	  webpage:	  “By	  doing	  this	  we	  want	  to	  challenge	  ourselves	  and	  the	  industry”	  (ThePopUpAgency,	  2012).	  As	  mentioned	  above	  they	  emphasis	  on	  this	  on	  their	  website:	  ‘How’	  they	  will	  do	  that	  is	  by	  achieving	  their	  goal	  of	  ‘popping	  up’	  15	  different	  places	  in	  15	  weeks	  and	  ‘what’	  they	  do	  is	  provide	  a	  packaged	  idea	  that	  adds	  the	  proper	  value	  to	  start-­‐ups	  and	  companies	  (ThePopUpAgency,	  2012).	  Using	  a	  short	  clip	  as	  means	  to	  communicate	  your	  idea	  seems	  to	  be	  relevant	  on	  your	  website	  to	  offer	  the	  visitor	  and	  possible	  adopter	  a	  simple	  explanation	  to	  your	  innovation	  as	  it	  sums	  up	  your	  idea	  by	  answering	  the	  ‘why,	  how	  and	  what’	  questions.	  The	  importance	  of	  explaining	  your	  innovation	  in	  a	  simple	  way	  by	  means	  of	  Sinek’s	  theory,	  goes	  hand	  in	  hand	  with	  Rogers	  view	  upon	  complexity,	  which	  is	  the	  “degree	  to	  which	  an	  innovation	  is	  perceived	  as	  relatively	  difficult	  to	  understand	  and	  use”	  (Rogers,	  1995;	  242).	  Some	  innovation	  might	  be	  clear	  to	  the	  adopter	  from	  the	  start,	  others	  might	  require	  some	  well	  formulated	  presentations	  with	  for	  example	  a	  short	  video.	  In	  addition	  this	  short	  video	  gives	  an	  example	  on	  how	  the	  innovation	  works	  and	  maybe	  how	  other	  people	  use	  it.	  Thus	  the	  clip	  could	  show	  how	  another	  person	  tries	  out	  your	  innovation.	  This	  is	  a	  feature	  we	  are	  eager	  to	  include	  in	  out	  Gipant	  Facebook	  side.	  We	  could	  for	  example	  record	  the	  process	  from	  going	  to	  the	  website	  over	  calling	  a	  deposit	  collector	  till	  the	  deposit	  collector	  comes	  to	  your	  home	  and	  picks	  up	  your	  empty	  deposit	  bottles.	  In	  this	  way	  we	  would	  provide	  first	  insights	  on	  how	  the	  Gipant	  project	  is	  supposed	  to	  work	  and	  might	  even	  be	  able	  to	  overcome	  uncertainties	  and	  misunderstandings.	  
	  
Crowdfunding	  In	  line	  with	  making	  a	  video	  Abraham	  introduces	  the	  concept	  of	  crowdfunding,	  which	  usually	  also	  requires	  a	  short	  clip	  or	  video	  explaining	  your	  innovation.	  Crowdfunding	  is	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defined	  by	  the	  Oxford	  English	  dictionary	  as	  “the	  practice	  of	  funding	  a	  project	  or	  venture	  by	  raising	  many	  small	  amounts	  of	  money	  from	  a	  large	  number	  of	  people,	  typically	  via	  the	  Internet”	  (Prive,	  2012).	  	  Kickstarter.com	  has	  been	  the	  first	  popular	  crowdfunding	  website,	  which	  has	  helped	  over	  32.000	  projects	  raise	  a	  total	  of	  over	  350	  million	  dollar	  (UnitedDiversity,	  2012).	  The	  idea	  behind	  crowdfunding	  is	  in	  line	  with	  Sinek’s	  “Golden	  Circle”	  concept,	  as	  innovators	  present	  not	  only	  what	  they	  do,	  but	  emphasize	  on	  why	  they	  do	  it.	  	  The	  projects,	  on	  for	  example	  kickstart.com,	  go	  from	  “Graphic	  Journalism	  on	  Human	  Trafficking	  in	  Nepal”	  to	  innovations	  such	  as	  “Notabag:	  Innovative	  combination	  of	  a	  bag	  and	  a	  backpack”(Kickstarter	  b,2012).	  As	  Tanya	  Prive,	  co-­‐founder	  of	  rockthepost.com	  (another	  crowdfunding	  website)	  explains	  it	  on	  the	  blog	  website	  forbes.com:	  “Each	  campaign	  should	  contain	  a	  powerful	  reason	  behind	  the	  idea,	  exciting	  an	  unique	  rewards,	  and	  an	  eye-­‐catching	  display”	  (Prive,	  2012). Most	  projects	  will	  therefore	  add	  value	  to	  their	  presentation	  by	  adding	  a	  video	  explaining	  their	  cause.	  This	  goes	  in	  line	  with	  what	  Wout	  explains	  about	  videos	  being	  an	  easy	  and	  necessary	  tool	  for	  websites,	  as	  the	  viewer	  gets	  to	  experience	  the	  idea	  (Interview	  2012;	  3).	  Summing	  up,	  a	  video	  seems	  to	  be	  a	  valuable	  communication	  channel	  and	  should	  always	  be	  considered	  when	  diffusing	  an	  innovation,	  Scott	  writes;	  “the	  idea	  of	  companies	  using	  video	  for	  Web	  marketing	  is	  still	  new”(Scott,	  2007:223)	  informing	  us	  that	  even	  within	  the	  last	  five	  years	  much	  has	  happened	  in	  the	  online	  diffusion	  world.	  Crowdfunding	  on	  the	  other	  hand	  is	  especially	  useful	  when	  your	  innovation	  will	  cost	  more	  money	  than	  available,	  thus	  one	  can	  pledge	  for	  monetary	  funds	  on	  the	  Internet.	  Booomerang.dk	  is	  already	  financing	  projects	  here	  in	  Copenhagen,	  it	  does	  not,	  however,	  successfully	  fund	  as	  many	  projects	  as	  for	  example	  the	  international	  website	  Kickstarter.com.	  If	  this	  trend	  will	  fully	  integrate	  here	  in	  Copenhagen,	  would	  require	  a	  whole	  research	  on	  its	  own.	  It	  is,	  however,	  worth	  a	  try	  to	  post	  your	  innovation	  on	  the	  Danish	  crowdfunding	  websites	  such	  as	  boomerang.dk	  or	  even	  international	  websites	  such	  as	  kickstarter.com.	  Tanya	  Prive	  argues	  on	  her	  blog	  that	  “successful	  projects	  receive	  about	  25-­‐40%	  of	  their	  revenue	  from	  their	  first,	  second	  and	  third	  degree	  of	  connections”	  (Prive,	  2012).	  This	  includes	  for	  example	  friends,	  family,	  colleagues	  and	  everyone	  the	  innovator	  is	  closely	  connected	  to.	  Rogers	  theory	  about	  “Diffusion	  of	  Innovations”	  also	  emphasizes	  on	  the	  importance	  of	  considering	  ones	  close	  network.	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Peer-­‐networks	  Rogers	  argues	  that	  individuals’	  behavior	  is	  influenced	  by	  “information	  (…)	  that	  is	  communicated	  through	  the	  individual’s	  personal	  network”	  (Rogers,	  1995;	  308).	  Personal	  networks	  have	  a	  strong	  influence	  on	  peoples	  behavior	  as	  they,	  in	  contrast	  to	  mass	  media	  channels,	  are	  able	  to	  shape	  and	  change	  “strongly	  held	  attitudes”	  (Rogers,	  1995;	  194).	  A	  face-­‐to-­‐face	  exchange	  between	  “two	  or	  more	  individuals	  (…)	  have	  a	  greater	  effectiveness	  in	  dealing	  with	  resistance	  or	  apathy	  on	  the	  part	  of	  the	  communicatee”	  (Rogers,	  1995;	  194).	  	  In	  addition	  Rogers	  argues	  that	  Individuals	  are,	  in	  general,	  linked	  to	  persons	  within	  their	  near	  physical	  reach	  and	  to	  those	  who	  have	  similar	  social	  characteristics	  (ibid.).	  However,	  Rogers’	  notions	  on	  communication	  networks	  may	  seem	  to	  have	  a	  rather	  static	  character,	  as	  the	  Internet	  nowadays	  allows	  a	  message	  to	  spread	  in	  a	  more	  dynamic	  way	  and	  one	  person	  is	  connected	  through	  their	  social	  media	  to	  many	  more	  people,	  even	  though	  they	  do	  not	  share	  similar	  social	  feature	  and	  are	  not	  within	  a	  physical	  reach.	  This	  evidently	  provides	  new	  abilities	  to	  diffuse	  an	  idea,	  simply	  because	  there	  are	  more	  possibilities	  of	  communication	  channels.	  The	  development	  of	  the	  Internet	  is	  challenging	  Rogers	  theory	  on	  networks	  and	  face-­‐to-­‐face	  communication,	  as	  it	  allows	  more	  people	  to	  communicate	  within	  a	  wider	  range	  and	  a	  shorter	  amount	  of	  time,	  and	  it	  is	  here	  we	  find	  the	  addition	  of	  Scott’s	  theory	  highly	  relevant.	  However,	  this	  does	  not	  mean	  that	  Rogers’	  theory	  from	  the	  late	  seventies	  is	  not	  valuable	  to	  us	  anymore;	  we	  just	  have	  to	  broaden	  his	  sense	  of	  networking	  and	  communication.	  In	  this	  sense,	  we	  will	  interpret	  face-­‐to-­‐face	  communication	  to	  be	  understood	  as	  person	  interacting	  with	  each	  other	  not	  only	  when	  physically	  present,	  but	  also	  over	  the	  Internet	  or	  cell-­‐phone.	  	  
Pecha	  Kucha	  Taking	  the	  importance	  of	  personal	  networks	  in	  to	  consideration	  it	  makes	  sense	  for	  the	  innovator	  to	  start	  spreading	  his	  idea	  within	  his	  own	  network,	  as	  it	  is	  not	  uncommon	  that	  the	  innovator	  will	  be	  in	  some	  sense	  be	  connected	  to	  other	  innovators	  or	  friends,	  who	  are	  interested	  in	  his/her	  innovation	  (Rogers,	  1995;263).	  In	  addition	  the	  innovator	  should	  be	  strongly	  encouraged	  to	  participate	  in	  events,	  where	  he	  will	  meet	  other	  innovators	  or	  curious	  people.	  	  We	  have	  been	  participating	  in	  an	  event	  called	  Pecha	  Kucha,	  which	  takes	  place	  every	  three	  month	  in	  Copenhagen	  (PechKucha,	  2012).	  Pecha	  Kucha	  allows	  people	  with	  a	  new	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idea	  to	  talk	  about	  it	  on	  a	  stage	  for	  a	  little	  more	  than	  six	  minutes.	  The	  audience	  is	  filled	  with	  people,	  who	  are	  curious	  to	  hear	  about	  new	  ideas	  and	  innovations.	  It	  is	  therefore	  an	  interesting	  platform	  for	  innovators	  to	  present	  their	  idea	  and	  get	  people	  to	  talk	  and	  think	  about	  it.	  Consequently	  the	  innovator	  will	  be	  able	  to	  find	  some	  of	  his	  first	  adopters	  at	  events	  like	  Pecha	  Kucha.	  This	  situation	  took	  place	  with	  the	  innovators	  we	  interviewed,	  they	  were	  sitting	  in	  a	  café,	  called	  “Republikken”	  in	  Copenhagen	  that	  provides	  a	  space	  for	  creative	  people.	  Here	  they	  were	  given	  a	  spontaneous	  opportunity	  to	  make	  a	  keynote	  presentation,	  that	  subsequently	  lead	  to	  another	  presentation	  the	  following	  day	  at	  Copenhagen	  Business	  School	  (Interview	  2012;	  5).	  Abraham	  further	  adds;	  “I	  mean	  it’s	  just	  a	  matter	  of	  turning	  up	  and	  talking	  to	  people,	  it’s	  like	  sending	  out	  a	  mail.	  It	  does	  not	  cost	  you	  anything”(Interview	  2012,	  5).	  	  
Early	  adopters	  	  People	  going	  to	  innovative	  events	  like	  Pecha	  Kucha	  will	  therefore	  most	  likely	  be	  the	  first	  ones	  to	  adopt	  to	  the	  innovation.	  Rogers	  calls	  these	  adopter	  types	  “innovators”	  and	  “early	  adopters”	  (Rogers,	  1995;	  263-­‐264).	  Innovators	  are	  described	  as	  being	  venturesome	  “due	  to	  the	  desire	  for	  the	  rash,	  the	  daring	  and	  the	  risky”	  (Rogers,	  1995;	  264).	  Even	  though	  the	  innovator	  might	  not	  be	  the	  most	  respected	  person	  in	  a	  local	  system,	  he	  nevertheless	  helps	  to	  inform	  other	  curious	  people	  about	  an	  innovation.	  This	  is	  when	  the	  role	  of	  the	  early	  adopter	  comes	  in	  to	  play.	  They	  respect	  innovations	  and	  are	  at	  the	  same	  time	  an	  “integrated	  part	  of	  the	  local	  social	  system”	  (Rogers,	  1995;	  264).	  Since	  early	  adopters	  are	  well	  integrated	  in	  their	  networks,	  potential	  adopters	  check	  with	  them	  for	  advice	  and	  information.	  This	  makes	  the	  early	  adopter	  category	  an	  important	  link	  between	  the	  first	  persons	  to	  adopt	  and	  the	  others.	  Only	  when	  an	  innovator	  is	  able	  to	  convey	  early	  adopters,	  will	  his	  innovation	  be	  used	  by	  other	  adopter	  categories.	  	  Taking	  the	  example	  of	  our	  interview	  situation,	  we	  found	  The	  Pop	  Up	  agency	  on	  Facebook,	  when	  searching	  for	  innovations	  to	  add	  to	  our	  network.	  It	  provides	  evidence	  for	  Scott’s	  belief	  of	  that	  providing	  the	  information	  online	  will	  reach	  niches	  and	  give	  answers	  to	  those	  who	  actively	  search	  the	  web	  for	  information.	  We	  contacted	  The	  Pop	  Up	  Agency	  for	  an	  interview	  and	  they	  agreed	  to	  meet	  us,	  Better	  emphasized	  and	  quoted	  is	  Scott	  when	  we	  writes:	  “if	  they	  find	  you,	  they	  will	  come”	  (Scott,	  2007:64)	  about	  reaching	  your	  adopters.	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As	  mentioned	  earlier,	  this	  project	  aims	  at	  giving	  knowledge	  of	  and	  for	  the	  perspective	  of	  the	  innovator,	  but	  it	  is	  nevertheless	  relevant	  to	  think	  about	  who	  is	  going	  to	  be	  the	  first	  people	  to	  adopt	  to	  your	  innovation	  and	  more	  importantly	  where	  and	  how	  to	  meet	  them.	  Thus	  thinking	  about	  early	  adopter	  and	  possible	  communication	  channels	  such	  as	  Facebook,	  Twitter,	  crowdfunding	  websites,	  events	  such	  as	  Pecha	  Kucha	  is	  one	  of	  the	  most	  important	  first	  steps	  an	  innovator	  has	  to	  bear	  in	  mind.	  	  
Working	  with	  others.	  Wout	  and	  Abraham	  mention	  that	  working	  with	  others	  is	  “the	  foundation	  to	  every	  good	  idea”	  (Interview	  2012,	  2).	  One	  person	  might	  come	  up	  with	  an	  idea,	  but	  a	  group	  of	  people	  discussing	  this	  idea	  is	  “going	  to	  be	  smarter,	  because	  (they)	  are	  going	  to	  bounce	  ideas	  back	  and	  forth”	  (ibid).	  Further	  more	  Wout	  argues	  that	  when	  you	  are	  working	  in	  a	  group	  “you	  will	  always	  have	  different	  views	  (…)	  and	  angles,	  which	  you	  alone	  would	  not	  have	  thought	  about	  before	  (…)	  you	  really	  need	  other	  people	  to	  add	  value	  to	  it	  (your	  project)”	  (Interview	  2012,	  2).	  Working	  in	  a	  group	  will	  thus	  enable	  you	  to	  constantly	  reshape	  your	  idea	  as	  it	  provides	  you	  with	  more	  people,	  who	  can	  reflect,	  share	  and	  give	  feedback	  all	  the	  time.	  	  When	  wanting	  to	  implement	  our	  Gipant	  innovation	  in	  Copenhagen,	  we	  were	  faced	  with	  barriers	  that	  could	  have	  destroyed	  our	  idea.	  Unfortunately	  we	  do	  not	  know	  how	  to	  do	  a	  website,	  which	  will	  be	  the	  essential	  part	  of	  our	  project.	  We	  decided	  therefore	  to	  contact	  the	  German	  initiator	  Jonas	  Kakoschke,	  and	  asked	  him	  if	  we	  could	  cooperate	  with	  him.	  He	  liked	  the	  idea	  of	  working	  together	  and	  even	  offered	  to	  make	  the	  website	  for	  us.	  Without	  his	  help,	  we	  would	  not	  have	  been	  able	  to	  start	  on	  Gipant	  here	  in	  Copenhagen.	  Concluding,	  it	  is	  stimulating	  to	  work	  with	  others	  as	  your	  idea	  will	  develop	  and	  you	  might	  be	  able	  to	  use	  communication	  channels,	  which	  you	  would	  not	  be	  able	  to	  approach	  on	  your	  own.	  
Gipant	  example	  Now,	  what	  could	  these	  findings	  inform	  us	  about	  our	  diffusion	  of	  Gipant?	  Firstly,	  that	  Rogers’	  theory	  about	  diffusion	  of	  innovations,	  despites	  its	  datedness	  too	  some	  extend,	  and	  combined	  with	  Scott’s	  New	  Rules	  of	  Marketing	  and	  PR’	  and	  Sinek’s	  ’Starting	  with	  why’	  provides	  a	  solid	  foundation	  and	  first	  step	  basis	  for	  an	  innovator	  to	  diffuse	  their	  innovation.	  This	  is	  due	  to	  the	  contextualisation	  of	  The	  Pop-­‐up	  Agency	  is	  operating	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within	  the	  frames	  of	  online	  communication	  methods,	  where	  they	  clearly	  communicate	  their	  ’why’,	  which	  helped	  them	  to	  diffuse	  their	  innovation.	  Their	  well	  web-­‐based	  communication	  triggered	  our	  interest,	  thus	  we	  decided	  to	  contact	  them	  and	  meet	  with	  them	  in	  person.	  The	  following	  will	  make	  a	  concrete	  account,	  based	  on	  our	  analytical	  findings,	  of	  the	  next	  steps	  we	  will	  take	  in	  to	  consideration	  when	  diffusing	  our	  Gipant	  innovation.	  	  
Contextualising	  for	  a	  possible	  method	  Departing	  in	  Rogers	  theory	  Gipant	  is	  an	  innovation,	  which	  is	  advantageous	  for	  two	  adopter	  segments,	  the	  person	  collecting	  the	  deposit	  bottles	  and	  for	  the	  people	  giving	  them	  away.	  Advantageous	  for	  both	  as	  it	  will	  be	  easier	  to	  obtain	  bottles	  and	  easier	  to	  get	  rid	  of	  bottles,	  respectively.	  Furthermore,	  one	  of	  the	  steps	  provided	  to	  us	  by	  as	  well	  as	  Rogers’	  is	  making	  an	  innovation	  easy	  for	  one’s	  adopters	  to	  understand,	  we	  conducted	  a	  questionnaire	  sample	  survey	  (further	  findings	  and	  method	  can	  be	  found	  in	  the	  Appendix	  from	  page	  6),	  to	  support	  our	  assumption	  of	  who	  our	  adopters	  of	  this	  innovation	  could	  be.	  To	  make	  the	  Gipant	  innovation	  less	  complex	  for	  these	  adopters,	  we	  will	  follow	  the	  example	  of	  Sinek’s	  ‘Starting	  with	  why’,	  as	  a	  step	  to	  make	  our	  innovation	  clear	  and	  understandable.	  The	  ‘why’	  of	  Gipant	  could	  be	  to	  challenge	  boundaries	  between	  two	  groups	  that	  co-­‐exist	  in	  society	  and	  to	  help	  the	  deposit	  collectors	  in	  their	  daily	  search.	  The	  ‘how’	  to	  do	  so	  would	  be	  through	  creating	  a	  contact	  between	  the	  two	  based	  in	  solidarity	  and	  social	  responsibility	  by	  bottle	  owners	  to	  give	  bottles	  to	  bottle	  collector,	  and	  ‘what’	  the	  innovation	  does,	  is	  offering	  a	  webpage	  where	  this	  contact	  can	  be	  initiated.	  By	  Rogers	  description	  of	  adopters,	  the	  first	  step	  will	  be	  to	  diffuse	  our	  innovation	  to	  other	  innovators	  and	  early	  adopters.	  Our	  online	  survey	  showed	  that	  7	  out	  of	  10	  people	  between	  the	  ages	  of	  20-­‐40	  years	  of	  age	  would	  give	  their	  bottles	  away,	  this	  data	  informs	  us	  that	  there	  is	  a	  possibility	  for	  this	  innovation	  to	  be	  adopted	  by	  a	  majority,	  however	  not	  to	  discard	  that	  the	  first	  step	  would	  be	  to	  reach	  innovators	  and	  early	  adopters.	  The	  Pecha	  Kucha	  event,	  alongside	  the	  situation	  we	  have	  seen	  with	  The	  Pop-­‐Up	  Agency	  when	  actively	  ‘netoworking’	  provides	  us	  good	  proposals	  of	  how	  to	  reach	  innovators.	  In	  our	  particular	  case	  we	  are	  fortunate	  to	  be	  innovators	  of	  an	  innovation	  where	  our	  own	  personal	  network	  also	  constitutes	  possible	  early	  adopters,	  based	  upon	  our	  questionnaire,	  which	  was	  conducted	  within	  our	  own	  network	  (Appendix,;7).	  Therefore	  face-­‐to-­‐face	  and	  peer	  –communication	  can	  be	  initiated	  by	  ourselves	  for	  our	  early	  adopters	  to	  further	  diffuse	  into	  their	  social	  systems.	  It	  also	  adds	  the	  advantage	  for	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providing	  a	  web-­‐based	  communication	  that	  is	  written	  for	  our	  adopters,	  since	  we	  are	  constitutive	  to	  this	  group.	  To	  terminate	  possible	  uncertainty,	  we	  will	  evidently	  need	  our	  early	  adopters	  to	  test	  and	  mediate	  to	  the	  early	  majority	  that	  what	  the	  innovation	  does	  is	  safe	  and	  socially	  responsible,	  before	  the	  early	  majority	  whom	  can	  relate	  to	  our	  ‘why’	  will	  adopt.	  	  Scott’s	  methods	  of	  web-­‐based	  communication	  is	  arguing	  that	  marketing	  and	  P	  should	  be	  concerned	  with	  diffusing	  your	  innovation	  to	  those	  underserved	  niches	  that	  are	  curious	  by	  nature,	  or	  as	  Rogers	  would	  label	  them,	  the	  early	  adopters.	  In	  our	  Gipant	  case,	  we	  are	  looking	  for	  early	  adopters,	  who	  have	  a	  strong	  sense	  of	  solidarity	  and	  at	  the	  same	  time	  want	  to	  get	  rid	  of	  their	  bottles.	  	  When	  it	  comes	  to	  diffusing	  Gipant,	  we	  would	  make	  use	  of	  the	  communication	  channels	  both	  Scott	  and	  The	  PopUp	  Agency	  suggested.	  This	  would	  include	  social	  media	  website	  such	  as	  Facebook	  and	  Twitter,	  Blogs,	  our	  own	  website	  and	  events	  such	  as	  Pecha	  Kucha.	  We	  have	  been	  visiting	  one	  Pecha	  Kucha	  event	  before	  and	  are	  certain	  that	  Gipant	  would	  fit	  in	  to	  their	  concept	  and	  we	  might	  be	  able	  to	  attract	  our	  first	  adopters	  there.	  In	  addition	  we	  would	  prepare	  a	  short	  oral	  presentation	  of	  our	  idea,	  thus	  we	  are	  always	  prepared	  to	  talk	  about	  Gipant:	  at	  home,	  at	  work,	  in	  a	  café	  or	  where	  ever	  we	  interact	  with	  people.	  It	  would	  be	  helpful	  to	  add	  a	  short	  video	  to	  our	  website,	  which	  explains	  Gipant	  in	  simple	  steps.	  Fortunately	  we	  are	  cooperating	  with	  the	  German	  initiator	  project	  pfandgeben.de,	  they	  provide	  us	  with	  the	  website	  and	  will	  also	  give	  us	  guidance	  along	  the	  way.	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CONCLUSION	  	  This	  part	  of	  the	  paper	  will	  sum	  up	  possible	  answers	  to	  our	  initial	  research	  question:	  “How	  can	  we	  diffuse	  an	  innovation	  in	  Copenhagen	  without	  any	  financial	  resources?”	  We	  discovered	  these	  answer	  throughout	  our	  research	  when	  combining	  theories	  from	  E.	  M.	  Rogers,	  D.	  M.	  Scott	  and	  S.	  Sinek	  with	  our	  own	  innovation	  Gipant	  and	  the	  interview	  with	  two	  of	  the	  co-­‐founders	  of	  the	  PopUp	  Agency.	  They	  are	  all	  directed	  to	  innovators,	  who	  do	  not	  have	  a	  financial	  backup	  and	  are	  more	  or	  less	  tied	  to	  their	  own	  money	  and	  skills.	  	   1.) Make	  use	  of	  social	  media	  websites	  such	  as	  Facebook	  and	  Twitter!	  They	  are	  essential	  communication	  channels	  and	  our	  generation	  expects	  to	  find	  information	  about	  your	  innovation	  on	  these	  channels.	  	  2.) Don’t	  only	  rely	  on	  social	  media	  websites!	  You	  should	  include	  a	  good	  presentation;	  it	  is	  helpful	  to	  explain	  your	  idea	  in	  a	  short	  clip.	  Your	  presentation	  should	  be	  simple	  and	  user	  friendly,	  the	  possible	  adopter	  should	  be	  attracted	  and	  find	  your	  idea	  easy	  to	  understand.	  	   3.) Explain	  why	  you	  believe	  in	  your	  idea!	  People,	  who	  understand	  your	  cause	  and	  beliefs,	  are	  more	  likely	  to	  adopt	  to	  your	  innovation.	  	  	   4.) Make	  use	  of	  your	  own	  network!	  Always	  have	  a	  good	  presentation	  and	  a	  spoonful	  of	  motivation	  ready	  to	  show	  to	  your	  friends,	  family,	  co-­‐worker	  or	  the	  guy	  you	  meet	  in	  a	  café.	  	   5.) Participate	  in	  local	  events	  for	  innovators	  or	  creative	  people.	  There	  you	  can	  find	  people,	  who	  are	  interested	  in	  new	  ideas	  and	  they	  are	  most	  likely	  the	  first	  to	  adopt	  or	  talk	  about	  your	  innovation.	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6.) If	  your	  innovation	  needs	  funding,	  think	  about	  making	  a	  short	  clip	  and	  presenting	  it	  on	  crowdfunding	  websites	  such	  as	  Kickstarter.com	  or	  Booomerang.dk	  (in	  Denmark).	  7.) Think	  about	  who	  you	  are	  going	  to	  address	  first;	  your	  “early	  adopter”	  are	  essential	  for	  a	  successful	  innovation.	  You	  might	  find	  them	  over	  the	  Internet	  or	  events,	  where	  you	  can	  present	  a	  new	  idea.	  	  If	  you	  have	  your	  own	  network,	  such	  as	  Facebook	  or	  an	  email	  list	  from	  your	  university,	  try	  to	  conduct	  a	  small	  survey	  to	  get	  first	  impressions	  and	  maybe	  the	  age	  group	  of	  the	  people,	  who	  are	  most	  likely	  to	  adopt	  to	  your	  idea.	  	  8.) Don’t	  be	  afraid	  to	  work	  with	  others	  and	  share	  your	  ideas,	  they	  will	  give	  you	  helpful	  feedback	  and	  criticism.	  In	  this	  way	  you	  can	  constantly	  reshape	  your	  idea	  and	  make	  it	  more	  understandable	  and	  easier	  to	  adopt.	  Working	  with	  others	  is	  especially	  helpful	  when	  you	  do	  not	  know	  yourself	  how	  to	  make	  a	  website	  or	  a	  video	  clip.	  	  	  Depending	  on	  your	  innovation,	  you	  will	  probably	  have	  to	  add	  one	  or	  the	  other	  advises	  to	  this	  list.	  Nevertheless	  following	  this	  little	  manual	  will	  enable	  you	  to	  take	  your	  first	  steps	  when	  implementing	  your	  first	  own	  innovation.	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